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Abstrak 
 
TUJUAN PENELITIAN ialah untuk mengetahui strategi media relations Telkom pasca 
perubahan corporate identity, bentuk-bentuk kegiatan media relations dan hambatan dalam 
menjalankan media relations. METODE PENELITIAN yang digunakan dalam penelitian ini 
adalah studi kasus dengan teknik pengumpulan data berupa wawancara semi-terstruktur, 
observasi non partisipan dan dokumentasi. ANALISIS dilakukan dengan mereduksi data dan 
validasi mengunakan triangulasi sumber serta membercheck. HASIL YANG DICAPAI dalam 
penelitian ini adalah Telkom berusaha menjalankan keenam strategi media relations untuk 
menjalin hubungan baik dengan media massa. Kegiatan media relations yang dilakukan antara 
lain konferensi press, press calls, Interview dengan media, media gathering, media tour, chief 
edithor gathering, kontak pribadi, pelayanan berita, dan mengantisipasi kemungkinan hal 
darurat. Citra Telkom dimata wartawan sudah baik dan media belum pernah mendapati 
kesulitan dalam mencari berita tentang Telkom serta belum ada pemberitaan yang menganggu 
reputasi. SIMPULAN dalam penelitian ini adalah strategi media relations yang dilakukan 
Telkom berhasil, namun Telkom belum menjalankan kegiatan media relations seperti media 
event dan development of your organization’s own radio or television program. Telkom berhasil 
mengatasi hambatan dalam melaksanakan media relations dengan melaksanakan peranan 
public relations.(NF) 
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Abstract 
 
RESEARCH GOALS to know Telkom’s media relations strategy after the changes corporate 
identity, media relations activities Telkom’s and obstacles in implementing media relations. 
METHODS used in this research is case-study with semi-structured interview, non-participant 
observation and documentation as the data collection techniques. ANALYSIS is done by 
reducing the data, then grouped based on similarity of data to be validation using triangulation 
sources and membercheck. RESULTS ACHIEVED in this research is Telkom tried to run sixth 
media relations strategy to establish a good relationship with the mass media. Media relations 
activities undertaken include press conferences, press calls, interviews with the media, media 
gathering, media tour, chief editor gathering, personal contact, news service, and contingency 
plan. Telkom has a good image in front of the journalists and media never get report that disturb 
a reputation of the company. CONCLUSION of this research is Telkom managed to doing on 
their media relations strategy, but Telkom yet run on the media relations activity, media event 
and development of your organization's own radio or television programs. Telkom managed to 
overcome obstacles in implementing media relations to carry out the role of public relations 
(NF) 
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